Environmental and natural preservation have become a common problem for all the societies of this century. User satisfaction is a concept that lies at the heart of various sectors and work areas today. Place attachment is another concept that has been covered in many research studies conducted until today. Place attachment closely related with satisfaction and includes symbolic and emotional expressions. This paper has been prepared for the purpose of measuring place related satisfaction and attachment of the national park visitors
Introduction
Environmental and natural preservation have become a common problem for all the societies of this century. Scientists, today, point out that the rate of environmental deterioration is rapidly growing day by day. Sustainable use and preservation of natural spaces have become a subject these days. The irresponsible exploitation of natural resources for the sole purpose of satisfying human needs has brought about numerous problems in the fragile relations between nature and humankind. Almost all the definitions concerning sustainability and sustainable development require the involvement of posterity in today's decision making process. Also, visitor satisfaction is a key factor for a successful business venture. Satisfaction instigates the possibility of a revisit and determines the experiences the visitors have during the visitation.
Literature Review

Place attachment
Studies on place attachment have enabled us to understand the meanings individuals attach to the physical environment. Interest in human and place relationship is growing day by day. Place attachment and other related terms such as place identity reveal that, these subjects have been investigated and, tested against various scales in almost all research areas in the last 40 years. Place attachment is one of the key concepts covered in this study. The term attachment reflects the sense of place harbored by the individual and includes both the symbolic and affective expressions. The concept of place attachment, in its most general sense, has been used for thousands of years. The term has also been, particularly, employed in studies on natural resource management in the last 15 years (Warzecha and Lime, 2001; Kaltenborn and Williams, 2002; Kyle et al., 2004b; Hwang et al., 2005; Halpenny, 2006) . Morgan (2010) emphasizes that the term place attachment expresses an emotional bond based on a long-term experience with a particular geographical place and the meanings individuals link with that bond. It is possible, on the other hand, for individuals to develop emotional and symbolic bonds with places they have never visited. Emotional and symbolic attachment may also, be defined as identification with a symbolic idea or meaning. The multiplicity of the existing approaches on theoretical and empirical level has, for a while, been the basic problem that the researchers working on attachment have had to cope with it (Hidalgo and Hernandez, 2001) . Individual attitude towards places is analyzed by measuring the emotional, cognitive and activity-based reactions and evaluations related with the place (Jorgensen and Stedman, 2001) . Studies investigating the relations between human beings and spaces are replete with similar sounding key concepts.
User Satisfaction
User satisfaction lies at the core of various sectors and work areas (housing, commerce, tourism, service industry, recreational satisfaction). Visitors usually have clear expectations as to the quality and types of services that place provides. To what degree their expectations met after the visit will determine the visitor satisfaction level.
According to Crosby (1993) and Oderlund (1998) , customer satisfaction is increasingly becoming a crucial issue in most service industries (Akama and Kieti, as cited in 2003) . With reference to the tourism and hospitality industry, it can be stated that satisfied tourists are more likely to recommend the tourist destination to others, which is the cheapest and most effective form of marketing and promotion. There is usually a positive relationship between tourist satisfaction and the destination's long-term economic success (Akama and Kieti, 2003) . Another view defines place satisfaction as a multidimensional and concise judgments about the perceived quality of a place (Stedman, 2002) . Satisfaction depends upon many variables. It has been observed, both in recreation and community sociology literature, that social criteria have a significant role (Kyle et al., 2004a) .
Methodology
In this study, 5 national parks in the Marmara Region, the most developed region in Turkey in terms of population and economic growth, with different characteristics and highest user density rates have been chosen as the study area. These 5 national parks that are chosen as sample area can be sub-divided into two groups: National parks with natural qualities and national parks with historical qualities.The 1 st para should start here…
The questionnaire forms designed to provide relevant data to determine tendencies and evaluate attachment and satisfaction degrees with suitable analysis techniques. The questionnaire conducted face to face in the national parks chosen as the study area during summer months of 2010. As part of the study, the data gathered from the 400 survey forms analyzed and evaluated.
Results and Discussion
The evaluations of survey forms coming from the study area convinced us that it was particularly beneficial to, initially, define visitor profile: It is seen that, of all the national park visitors who joined the research 170 (42.5%) are female and 230 (57.5%) are male. The sample group is balanced in terms of the gender spectrum, and also 64.1% of the national park visitors participating in the survey are in 20-40 age range. 270 (67.5%) of the national park visitors participating in the survey are from middle income group. It was also found that the results did not alter when the national parks evaluated separately. The 1 st para should start here… Thus, it can be stated that members of middle income group visit national parks more often than the rest. University graduates and high school graduates constitute the majority of the national park visitors by a 78.7% ratio ( Table 1) . The answers to the question that designed to measure overall satisfaction first analyzed totally and then applied factor analysis.
It was found that, of all the national park visitors who joined the research 67.3% satisfied with their general visiting experiences. 64.4% of them satisfied with the natural environment quality of the national park. 54.4% of them satisfied with the quality of the social surroundings of the national park. 43.5 % of them were neither satisfied nor dissatisfied with the possibility of participating in activities, in the national park (Table 2) . When the average points are evaluated, natural environment quality of the national park has the highest (3.75) average while participating in favorite activities has the lowest one (3.27). It can, therefore, be said that the overall satisfaction levels of the national park visitors are high. In order to be able to measure the general attachment points and compare them with the sub-dimensions of place attachment, they were asked to assign a general point. The general sense of attachment of the sample group for the national park has been identified in a scale of 1-10 points. It was, accordingly, found that 11 of the national park visitors (2.8%) partaking in the survey felt no attachment while 93 of them (23.8%) were extremely much attached (Table 3) . To find which of the national parks covered in research has the highest attachment ratio, the data were analyzed by means of crosstabs. The analyses showed that Gallipoli and Troy Historical National parks had the highest attachment ratios. This situation can be ascribed to the bonds that individuals have with their history and roots. Gallipoli National Park, where one of the most significant wars in the history of Turkey took place, has the highest attachment degree.
To prove there was any relationship between overall attachment point and overall satisfaction points of the national park visitors joining the survey, a correlation analysis was made. As a result of the correlation analysis, a significant relationship at 25.4% in the positive direction was found between the points. (r=0.254; p=0.000<0.05). As overall attachment level increases the overall satisfaction level increases too (Table 4 ).
The positive relationship between attachment and satisfaction, which was presumed in this dissertation study, was, thus, verified in the analyses, as well. To prove there was any relationship between overall attachment and overall satisfaction and such factors as demographic characteristics, number of visits to the national park, and the time spent in the national park, a correlation analysis with these variables was carried out. The correlation analysis is significant at levels 0.01 and 0.05 (Table 5 ). There was, however, a negative relation with educational status at the level of 16.8 %. Thus, it seems, the higher educational status is the lower overall satisfaction level becomes. As higher education means higher expectations, when a place fails to meet the expectations, a drop in the satisfaction level is fairly normal.
A positive correlation was found between overall satisfaction and income at the level of 17%. The higher the income is the higher the satisfaction level gets. This can be assumed that, as the income level rises the activities in the area become more accessible, opportunities for participating in more activities increase and conditions of access to the area get better. There is also a positive relation between the number of visits to the national parks and overall satisfaction at the level of 17.9%. The higher the satisfaction is the bigger the number of the visits reaches. Significant relation, was not observed between overall attachment and such variables as gender, income, and, time spent in the national park. There is a positive relation between overall attachment and age at a level of 25.1%, which means that as the age rises attachment level rises too. These results are concordant with the findings of similar works in the literature. Between attachment and education level, a negative relation at the level of 10.4% was found. As educational level rises attachment level decreases. There is a positive relationship between overall attachment and the number of visits to the national park at a level of 32.5%; as attachment increases, there occurs an increase in the number of visits, as well.
Factor analyses and sub-dimensions were structured around the 26 propositions prepared to measure place attachment. The scale used in this study for measuring place attachment is based on the initial efforts of Williams and Roggenbuck (1989) for measuring place attachment. Under the inspiring guidance of the works of Prohansky (1978), Stokols and Shumaker (1981) , Jorgensen and Stedman (2001) , Halpenny (2006) and Warzecha and Lime (2001) , the scale was developed further. For place attachment dimensions, the overall reliability coefficient was calculated to be =0.948, which shows that the scale has high reliability. As a result of KMO analysis, which was made to test the suitability of this question for the factor analysis, a KMO value of 0.939 was found, which is a remarkably high value and shows that the data set is perfect for the factor analysis. As a result, of the analysis, 4 factors were obtained and these 4 factors explain 64.058% of the total variance. These four dimensions are called place identity, place dependence, place familiarity and place affect (Table 6 ). Factor analyses also have been implemented by combining the questions that were prepared to measure satisfaction. As a result of the analyses, it was found that the reliability coefficient (Cronbach alpha) for the satisfaction dimensions of the national park visitors is =0.936. The coefficients for this research are high, which shows that the designed scale has a high level of reliability. As a result of KMO analysis, which was made to test the suitability of this scale for the factor analysis, a KMO value of 0.898 was found, which is a remarkably high value. As a result of the factor analysis, a quadruple factor structure has emerged according to Eigen values. These four factors explain 69.4% of the total variance. These four factors are called as satisfaction with the physical qualities, satisfaction with the service quality of the historical areas, satisfaction with the equipments, and satisfaction with function areas (Table 7) . 
Conclusion
User satisfaction is a concept that lies at the core of many sectors and work areas today.
Understanding user satisfaction provides managers with vital data for developing various services to meet expectations of visitors and make them satisfied with their visiting experiences. Place attachment, on the other hand, is a concept closely related with the concept of satisfaction and comprises emotional and symbolic expressions of individuals.
Researches on place attachment contribute to an understanding of the meanings that individuals attach to the physical environment. Interest in the relationship between humans and spaces is growing day by day, and it is only logical since this is the inevitable result of conducting any human-oriented initiative. It has been observed that, in the last years, almost every field has included in their works an analysis of attachment related topics, and analyzed it on different scales. The aim of this study is to explain concepts of place attachment and satisfaction with their sub-factors and expose the relationship between satisfaction and attachment. Different questions have been used to explain these relationships. As a result of the analyses, it has been found that, in concordance with one of the general hypothesis in this study, there is a positive relationship between overall attachment and overall satisfaction. This positive relation between satisfaction and attachment is, also, consonant with the results of other studies on the same subject (Kyle et al., 2004a (Kyle et al., , 2004b Halpenny, 2006) .
There is a semantic chaos regarding place attachment and its sub-factors and many researchers have identified different dimensions. Some researchers have identified place identity and place dependence as double dimensions (Stokols and Shumaker, 1981; Kyle et al., 2004a) , or, the concept of attachment is examined multidimensional (Kyle et al., 2004b; Hammit et al., 2006) . The 4 factors obtained in this study; Place Identity (emotional and symbolic identification with a particular place), Place Dependence (functional attachment to a particular place that includes involvement), Place Familiarity (familiarity that grows in time and interaction based on experiences), and Place Affect (emotions and sensations that a particular place arouses in an individual), explain the concept of place attachment.
The satisfaction questions that were devised for that purpose were subjected to a factor analyses and, as a result, 4 sub-factors, which had high reliability values and which reflect overall satisfaction and satisfaction sub-dimensions, were obtained. The highest mean values, in the analyses, were obtained for satisfaction with physical qualities factor and this factor, alone, accounts for the biggest part of the variance.
To sum up, this study investigates the relationship between satisfaction of national park users, the concept of place attachment and satisfaction and place attachment. Identifying the relationship between satisfaction and place attachment concepts will contribute to future work in this area. It has become compulsory to take human-environment relationship and factors that increase satisfaction into consideration in recreational planning. Thus, the needs and expectations of national park users will be met as much as possible, and community participation in planning and administration will be achieved.
